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[bookmark: _Toc195638736]Introduction 
The contemporary age has created a new revolution of competitive strategies, where brand expansion has been considered one of the essential approaches to business engagement and optimisation of effectiveness. The contemporary hypercompetitive global market, as mentioned by Lindskov (2022), has been described as an environment of intense change where a rapid market entry of the organisation with flexibility, aggressiveness and innovative approach intensifies the competition. Here “brand expansion” comes into play, as advocated in the study by Ungerman and Burešová (2022), that expansion of a brand enables the organisation to acquire a competitive advantage in the market. 
This concept has been considered as the purpose of this study as it intends to explore the brand expansion of Tanishq, recognised as the most renowned jewellery brand under the Tata group (Titancompany, 2025). In this context, the brand expansion is seen as proposing a brand extension envisioning a collaboration with Berkeley Group, a well-known UK-based luxury real estate developer (Berkeleygroup, 2025). The intention of prioritising this brand extension is to concentrate on the integration of the unique designs of Tanishq into premium interior decor and home lifestyle products, targeting affluent homeowners in the UK. 
[bookmark: _dyvcqkeh79i][bookmark: _Toc195638737]1.0 Development of a new brand extension for Taniqu
1.1 Opportunity of the brand: overview 
Tanishq, an Indian jewellery brand under the Tata Group, has been found with a brand position that symbolises trust, and craftsmanship while maintaining cultural relevance simultaneously (Titancompany, 2025). In accordance with the statement of Morewedge et al., (2023), it can be propagated that at the contemporary edge, the consumption pattern of consumers has evolved towards the prioritisation of having “own private material goods”, referring to product ownership. In light of this, it can be stated that Tanishq can grab this opportunity to diversify its product extension by entering into the luxury home lifestyle and decor design as it has been found to properly align with global trends regarding experiencing a successful extension of fashion and jewellery houses for instance Versace and Bvlgari into real-estate and interiors experiences. 
This extension may need to concentrate on the inclusion of gold-accented wall panels, lamps, designer mirrors, door handles and sculpture pieces. These offerings can be cocreated by utilising the leverage of Berkeley’s market presence in the luxury real estate segment with the purpose of having a design excellence to co-create and distinctive and experience-led value proposition for the brand Tanishq. 
1.2 Strategic rationale: Brand extension Fit 
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Figure 1: Application of extension model of Aaker and Keller
(Source: Deng and Messinger, 2022)
Figure 1 demonstrates the application of Aaker and Keller's Brand Extension Model which is based on the integration of three particular aspects including sustainability, competency and transferability, indicating the six distinct dimensions that are seen to collectively account for brand extension fit. In this context, both the brands of jewellery and home decor are seen to share common brand dimensions like aestheticism (feature), craftsmanship (function), luxury appeal (image), and personalisation (usage association and target market). Based on this, it can be propagated that the core competency of Tanishq is efficient in managing artisanal design that may have a seamless transition into lifestyle interior products. 
On the other hand, it is advocated by Misra et al., (2024), that the organisational implementation of Tanishq's advertising campaign by depicting “ordinary women who rose to become high performers through hard work” has showcased the emotional brand equity. This positive and emotional brand equity of Tanishq among Indian customers will allow the brand in the UK in terms of concentrate on the diaspora of India, as the target ethnic minority groups, can serve as cultural anchors with the intention of launching this brand extension. 
1.3 Innovation considering product details 
This extension of the brand, Tanishq is seen to concentrate on the customised home decor service inspired by the traditional and contemporary design-based collection of Tanishq. As this entire approach of brand extension depends on customisation and cocreation, it will be beneficial for both brands, as mentioned in the study by Kent et al., (2023), the customised approach not only showcases the customisation of products but also indicates efficiency in processing and offering the customer-centric designs. Additionally, in this extension, the service further includes the facilitation of gold-toned accents on selected textiles, accessories and fixtures, and the integration of the seasonal and festive collection can be aligned with cultural themes, concentrating on exclusivity maintenance of the designs and supports the consultancy services of Berkeley’s premium home buyers, focusing on approach of “East-meets-waste home aesthetics”. 
1.4 Market gap and innovation 
Based on the market size of the home decor in the UK, is found with a growth rate of “1.46%” estimated to be reached between 2025 to 2029 (Statista, 2025). Additionally, the UK home furnishing market size outlook suggested an estimation of a high revenue:
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Figure 2: Revenue of UK’s home decor market 
(Source: Grandviewresearch, 2025)
Figure 2 demonstrates the estimation of the projected revenue of the UK’s home decor market revenue is “US$ 94,053.9 million by 2030” (Grandviewresearch, 2025). Hence, the market has a growth opportunity for Tanishq with the opportunity to contribute to the identification of the lack of culturally rooted luxury interior brands, especially the Indian-origin and global luxury customers. Therefore, this market extension will target a niche market that is currently underserved with affluent customers with a South Asian diaspora to balance cultural heritage coupled with contemporary elegance in home design. 
The application of the Blue Ocean theory, as mentioned by Razak (2023), is seen to be concentrated on emphasising the creation of unconstructed market space to improve the competitive advantages while not concentrating on the saturated market competition. In this context, it can be propagated that Tanishq intended to explore the scope of redefining luxury by translating symbolic design elements like temple motifs and floral filigree into lifestyle decor rather than prevailing the existing jewellery and home decor brands of the UK. 
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Figure 3: Ansoff matrix 
(Source: Aditiya and Kirana, 2025)
Inspired by the application of the Ansoff matrix, as advocated in the study by Aditiya and Kirana, (2025), it seeks to concentrate on diversification in terms of supporting the brand extension, Tanishq intends to introduce a new product line referring to home decor in a new geographic market of the UK. Hence, it indicates that is an innovative but high-risk quadrant, but leveraging the established presence of Berkeley Group will enable Tanishq to mitigate the risks through brand credibility and experimental luxury positioning of the brand in the UK’s market. 
[bookmark: _90egtwlv4e1z][bookmark: _Toc195638738]2.0 Determination of segmentation, targeting and positioning of Tanishq
Inspired by the study of Dibb and Simkin (2001), the organisational brand expansion required to be concentrated on the development of a well-structured segmentation, targeting and positioning (STP) strategy. For Tanishq, thus, it is essential to ensure connectivity with its intended audience in the UK:
2.1 Segmentation strategy 
Segmentation divides the market into distinct customer groups with shared characteristics, as mentioned by Madzík et al., (2021), as it includes a combination of psychographic, behavioural and demographic.
Demographic: It is observed that in the UK, more than 1.4 million people in the UK have created the UK’s biggest ethnic minority group (BBC, 2024). In consideration of this particular fact, the target population of Tanishq in the UK is required to concentrate on individuals aged 30 to 60 years old and required to be typically homeowners, and affluent professionals. This can be reasoned by stating that these determined demographically targeted people can be found with an interest in investing in luxury real estate and premium lifestyle enhancements. 
Psychographic: Tanishq is required to target those with an association with the cultural heritage, design sophistication and luxury aestheticism, which includes the people who put value on exclusivity, and craftsmanship influenced by storytelling preferences in product design. 
Behavioural: the target population should have the tendency to have a frequent renovation including a personalised approach to their living spaces with high involvement in interior decisions as it will allow Tanishq to exhibit excellence in brand loyalty development as a culturally rooted brand. 

2.2 Targeting strategy 

As per the statistical estimation, nearly 240,000 people migrated from India to the UK in June 2024 (Office for National Statistics, 2025). In this context, the brand is required for approval primarily by Indian-origin residents who are found to have already identified with the brand loyalty of Tanishq and are found to be seeking a way to integrate cultural expression into their UK homes. On the other hand, to support such a targeting approach of Tanishq, the brand is suggested to apply a multisegmented strategy, as advocated by Nadube and Didia (2018), to promote efficiency in managing the business concentrating on other segments while discrepancies in business profitability from any one of the segments. In the case of Tanishq, while concentrating on the collaboration with Berkeley Group, is required to approach to develop brand orientation with both culturally connected and global audiences at the same time. 
2.3 Positioning strategy 
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Figure 4: Position map of Tanishq in brand extension in the UK 
(Source: Self-developed with MS. Word)
Based on Figure 4, it can be stated that the brand is required to be positioned in the high design value and high cultural value where few competitors are seen to operate in the UK market.  However, inspired by the study of Saputra et al., (2021), it can be stated that effective brand positioning allows the brand to develop and create an emotional resonance. In the case of Tanishq, the brand will be able to adopt brand equity in the context of offering home personalisation and lifestyle enhancement in the market of the UK. 
[bookmark: _vyf0wqv2nyuh][bookmark: _Toc195638739]3.0 Consumer persona development
3.1 Detailed consumer persona
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Figure 5: Consumer persona
(Source: Self-developed by Canva)
Figure 5 demonstrates that a preferable consumer persona, that can be considered to be developed based on the determined targeted population of this particular brand extension of Tanishque while cooperating with Berkeley Group in the UK to facilitate interior decoration service. It refers to the facts as follows:
Appealing consumer trend: Tanishq, here has adopted the intention of offering designs that can appeal to upscale consumers who seek more than just home decor. In accordance with the statement of Benjamin (2024), “homes are constructed of patterns of cultural processes”, and this propagation has been considered where hence Tanishq has been seen to target the persons who desire emotional and cultural connection in their lives. Considering this, the consumer persona presented in Figure 5, is seen to demonstrate the brand’s ideal persona, Ananya Mehta, who is a 38-year-old British-Indian professional living in London.  
Demographic aspect: In Figure 5, Ananya represents a demographic of is affluent, well-educated culturally rooted with highly design-conscious. On the other hand, as per the estimation, in the UK, nearly 9.3% of the population is recognised to be Asian, and Asian British (Office for National Statistics, 2021). Ananya is considered to belong to this particular growing Asian diaspora in the UK, and she is married and resides in a luxury home in West London. With having high-income profession, she has a significant tendency to invest in products that reflect her tastes, heritage and social standing. 
Psychological aspects: In light of the application of the VALS framework (value, attitude, lifestyle), the determined consumer persona is seen to reflect the characteristics typical to the reformer and aspire segments. As per the statement of DUMITRESCU (2024), the “aspirer is a materialistic and curious person” and the reformer segment refers to the authentic and harmonious approach of the person. Based on this, it can be further propagated that the proposed consumer persona in Figure 5, Ananya is found to place a high value on self-expression, cultural identity and quality that influences her to lean towards products that combine modern elegance with meaning along with heritage-inspired designs. 
Lifestyle choices and consumer behaviour: The lifestyle of this persona is seen to evolve around having proper balancing a demanding career and the role of a homemaker as well, hence, home has become a central space for Ananya for relaxation, entertainment and cultural connection development. Additionally, Ananya has been identified not to be a price-sensitive buyer but rather concentrate on value creation on ethnicity, exclusivity and authenticity in terms of consumer behaviour. 
Pain point: The pain point is found to be lacking in luxury interior solutions that can align with the cultural identity of Ananya in the UK market. Hence, customers like Ananya will be the ideal choice of target consumers of Tanishq as they can be served with culturally inspired luxury home decor.  
[bookmark: _fk50vlrlgmen][bookmark: _Toc195638740]4. Marketing mix of Tanishq band extension (4Ps)
4.1 Product 
Tanishq is seen to be concentrated on offering a curated collection of luxury home decor and interior elements inspired by the heritage of India tailoring modern and luxurious aspects and trends of the UK homes. Hence, the products of this brand extension of Tanishq cooperated with Berkeley groups and are seen to include wall panels and mural art featuring motifs from Indian temples and Mughal architecture. Inspired by the study of Okul (2024), it can be propagated that the concentration of brand-facilitating wall panels, made with nature-inspired elements indicates the eco-consciousness of the brand. Additionally, a premium furniture range will be offered including embroidered cushions, and rugs utilising Indian weaving tradition.  
4.2 Price
Inspired by the study of Subrahmanyam and Arif (2022), the application of premium pricing enables brands to attract premium customers who offer long-term brand loyalty. Hence, Tanishq is suggested to apply such a pricing strategy to reflect the value of the brand, craftsmanship and exclusivity while aligning with the UK’s standards of luxury items like high-end custom collections can be initially availed by Tanishq which can start from £2,000 to £ 25,000, which will depend on the customisation request of the customers. 

4.3 Place
It is suggested that the brand is required to concentrate on the adaptation of an omnichannel distribution model, as advocated by Wan (2022), which enables the brand to combine exclusivity with accessibility. Initially, the e-commerce platform can be facilitated by the brand considering UK-based websites with virtual room visualisation and integration of AI-assisted decor suggestions. Additionally, the establishment of a studio-gallery concept is required where th customers can explore collections in real room settings. In collaboration with the Berkley Group, the display of the living interiors of Tanishq will allow the integration of consumer excitement during the buyer walkthrough stage.  
4.4 Promotion 
Implementation of the promotion strategy concentrating on influencer marketing is suggested, as in the study of Joshi et al., (2023), it is mentioned to be effective to promote brand loyalty. In the case of Tanishq, the brand is required to promote through facilitating collaboration with South Asian interior influencers, designers and celebrities.  











[bookmark: _c3ea5o4fwntt][bookmark: _Toc195638741]Conclusion 
It can be concluded by stating that the brand extension strategy of Tanishq is prioritised in the UK luxury home decor market through the facilitation of a collaboration with a real-estate brand namely Berkeley Group. The brand extension is seen to leverage the brand’s heritage craftsmanship to offer premium interior products, considering the detailed market map analysis it has evolved that the brand has the scope of contributing to untapped demand for culturally inspired decor\. Finally, the development of a consumer persona helps to tailor the application of the 4Ps marketing strategy contributing to optimising the market relevance of this brand extension of Tanishq to support the attainment of competitive advantage in the UK’s interior designing market. 
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